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DAN SMOOT 


On February 24, 1958, Mr. Robert W. Jackson (of San Francisco), Western Regional 
Public Relations Director for General Electric Company, spoke to the Chamber of Commerce 
in Yakima, Washington. 


The title of his speech was ““Your Stake in a Better Business Climate.” By ‘Business 
Climate,” he meant the public attitude toward business in the United States. He said the 
climate is bad. 


According to Mr. Jackson, many Americans—particularly young ones—have a low 
opinion of business. Conversely, they have a high opinion of unions; and they think our basic 
industries should be socialized. 


Mr. Jackson gave some specifics: 


(1) Ina recent public opinion survey on the question, “Who contributes most toward 
improved living standards—business, government, or union leaders?””—business ran a poor 


third. 


(2) In an opinion survey among high school students, most high school seniors said that 
business is bad for the country. Fifty-six percent of the high school seniors think government 
could eliminate economic problems by taking from the rich and giving to the poor. Sixty-one 
percent of the students favor government censorship and control of press, radio, and tv. 


(3) Ina questionnaire answered by 6000 high school students, 25 percent of the boys 
and 33 percent of the girls said that government should control basic industries, such as 
power, steel, and railroads. 


Mr. Jackson said: 


Make no mistake, that kind of opinion is deeply rooted in this country. It is being taught to a new generation 
by the socialists, the demagogues, and even sincere, but misinformed community and political leaders. 

The most fundamental reason for this is the businessman’s failure to recognize what’s going on, and then do 
something about it. ... 

Labor has succeeded in selling itself as an instrument of mass welfare. We haven't. 
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Mr. Jackson was reflecting a concern which 
has troubled General Electric Company for a 
long time. 

On May 28, 1956, General Electric pub- 
lished Employee Relations News Letter, for 
circulation among management personnel. 
The subject of this news letter was “Political 
Helplessness of Business Hurts Everybody.” 


Among other things, it said: 


We think ... that much that is happening will restrict, 
rather than enhance, the ability of businessmen to make pos- 
sible an ever-rising standard of living for the American 
people. And curiously, perhaps, we think that businessmen 
themselves are to blame for much that’s going wrong. 


What seems to us most fundamentally wrong . . . is this: 
It’s good politics to be anti-business. . . . 


The Washington bureau chief of one of the nation’s 
great wire services recently pointed out that, 


In the past two decades, there has been a political trend 
toward deriding, if not discrediting, business. 

He goes on to say, however, that businessmen’s troubles 
with the politicians often are their own fault. 


We agree.... 

Business ... is the principal source of the incomparably 
high standard of living we Americans enjoy. Business is 
not only the source of those material goods and physical 
services that can make lives richer and happier, but an instru- 
ment also of a rising level of rewarding spiritual living. 


A housewife freed by a machine from the drudgery of 
handwashing of dishes or laundry can reach out for more 
humanly constructive things to do for others and for greater 
spiritual satisfactions from her own life. 


People know this. . . . 


People know that a business succeeds only as it serves. 
Yet, at the polls, they are thought to vote in droves for the 
candidates who say the interests of business and the interests 
of the people are opposed. .. . 


(One) reason why the businessman is in the doghouse 
is... that a lot of smart and articulate people very profit- 
ably devote their lives to putting and keeping him there. 

These are the people who, through ignorance or mali- 
ciousness, dedicate their lives to convincing people that the 
welfare of the public and the welfare of business are incom- 
patible. While these anti-business people try to take the 
credit for the good results flowing from our free enterprise 
system, they continue to seek to destroy it by creating a 
welfare state in which everyone would be a little man except 
for federal functionaries and themselves. . . . 

They’re enormously effective in discrediting every suc- 
cess that business achieves through serving the public. They 
will continue to be so, as long as businessmen continue to 
ned silently in their tents and don’t give the public the 

There is something quite fundamentally wrong when, 
as now, the political system turns up sponsoring attacks on 
the business system. When the institution of American poli- 


tics promotes defamation of the institution of American 
business, the long-range welfare of all the people is severely 
threatened. This is no special interest problem. This is every- 
body’s problem. 


fheneral Electric suggests a way to solve the 
problem: The businessman, instead of leaving 
politics and public-opinion forming to others, 
must himself become active in influencing po- 
litical elections and in shaping public opinion. 


The General Electric Company News Let- 
ter says: 

The businessman who says he’s not involved in politics 
is kidding himself — dangerously. He may not be active in 


party politics. He may not read what’s going on in his State 
Capitol or in Washington. He may not even vote. 

But whether he’s politically inert or not, a businessman 
is in politics up to his ears. 

In this era in which big government delves deep into 
the lives of everyone affecting his welfare from birth to 
death, no businessman can logically say that what politicians 
do or fail to do is strictly their affair — not his. A head-in- 
sand approach to the ill repute of business with both the 
public and the politicians can only endanger business and 
all the people business serves. 


Believing that, 


It can be made good politics to be on the side of business 
when an informed public is shown that business is for what 
the public really wants and needs, 

General Electric makes specific recommen- 
dations as to how businessmen can help sell the 
businessman’s point-of-view: 


1. Businessmen should take direct political 
action—that is, they should actively support 
governmental programs that are good for 
America and oppose those that are harmful, 
without regard for the stand of specific politi- 
cal parties or political candidates. 


2. Businessmen should help raise money 
from individuals to support political candi- 
dates who stand for programs good for 
America — just as union officials raise money 
for “their” candidates. 


3. Businessmen should do leg work in po: 
litical precinct organizations and in getting 
out the right vote on election day—the kind 
of effective leg-work that union leaders do. 


4. Businessmen should themselves tak: 


Page 2 


1 
s 


every opportunity to speak up and voice the 
businessman’s point of view, 


Whether in print or by word of mouth, before big or 
small groups, in debates on television or before city gov- 
ernments, or at Congressional or state government hearings. 


5. Business should use mass communication 
co sell businessmen’s ideas on public affairs. 


The item about using mass communication 
's, to me, the most interesting portion of Gen- 
eral Electric’s news letter. 


It says: 

Effective political action, just like any other effective 
merchandising, requires getting the basic sales story across 
to the ultimate consumer, this time the voter. 


The voter can no more be expected to vote for a cause 
he knows little or nothing about than a customer can be 
expected to buy an unknown product. Selling businessmen’s 
ideas on public affairs forthrightly through mass communi- 
cation — and just as courageously rebutting misrepresenta- 
tion — will also discourage the opposition from making 
false claims because of the certainty of being exposed. 


fieneral Electric should be given credit for 
trying. In a few recent GE ads on television, 
I have noticed a wholesome slant. The ads in- 
sinuate the idea that American industry, serv- 
ing itself by ever striving to improve its serv- 
ices to the public, continuously raises our 
standard of living—continuously makes more 
and better goods available to more people for 


‘fewer man hours of work. 


This is a sound and important message, but 
the GE ads so gingerly convey it that it is easily 
misinterpreted. My instantaneous reaction, the 
first time I saw the ad, was astonishment that 
GE would tout the worn-out new-deal- 
modern-republican line that we never had it 
so good: if everything is so much better now 
than twenty years ago, why are people whin- 
ing about high taxes, and socialism, and the 
bad business climate? 


The reason they are whining, of course, is 
taat the prosperity of the past 17 years was 
built on war-spending, at the cost of liberty, 
national solvency, and millions of dead and 
broken young Americans. For 7 years, Roose- 
velt’s socialistic quack remedies failed to whip 
tie depression. We started out of the depres- 
sion when our spending for war started. 
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We have been spending for war ever since. 


Constitutionalists are complaining. in the 
face of this kind of prosperity, because they 
want sound, wholesome, peace-time prosperity 
that has no blood on it. And they know we 
could have it, if we could stop our national 
stampede toward a socialist-labor government, 
and return to American constitutional 
principles. 


The GE ads never hint at such basic ideas 
as these. They never, even in an undertone or 
overtone, suggest that the bedrock of Amer- 
ica’s opportunity system is the old American 
philosophy of liberty: that government is best 
which governs least; individual men must be 
free from unnecessary taxing, and harassment, 
and meddling by their own government; the 
legitimate role of government in a free society 
is not to manage the lives of people but to pro- 
tect people from the kind of private tyranny 
and coercion that union monopolies presently 
engage in. 


The GE ads never reflect what GE officials 
know and worry about: namely, that the 
American opportunity system—with few ef- 
fectively fighting for it—has been under mas- 
sive, organized attack for so long that it is left 
with little solid foundation in the thinking and 
voting of our people. 

GE wouldn’t put stuff like this in the media 
of mass communication, because it would be 
controversial. 


And GE’s well-intentioned effort to beat 
back the socialist revolution with non-contro- 
versial commentaries about the material bless- 
ings produced by American industry—is like 
trying to kill an elephant with a fly swatter: 
if the old boy notices you at all, he’ll think you 
are caressing him. 


There are business firms courageously doing 
what they can, on a local or regional basis, to 
tell the controversial freedom story. But there 
is not today one business firm in the United 
States effectively using any of its advertising 
appropriations to express the basic American 
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ideas of liberty through the medium of mass 
communication: national radio and television. 

Some small and medium-sized businesses are 
courageously doing as much as possible—but 


_not enough of them are doing it: not enough 


for effective national effort. 


When major businesses are approached to 
sponsor, as advertising, a radio or television 
program that presents news analyses made 
within the framework of old American prin- 
ciples of liberty, they say that such a program 
is “too controversial.” 


On the other hand, there appears to be an 
endless amount of money for the sponsorship 
of commentators who are creating the anti- 
business climate that General Electric com- 
plains of. Edward R. Murrow, Eric Sevareid, 
Martin Agronsky, Morgan Beatty, John Cam- 
eron Swazey, John Daly, Erwin Canham, 
Douglas Edwards, Cecil Brown, Edward Mor- 
gan, Louis Sobol, Earl Godwin — these men 
(and literally dozens more like them) who 
inject into the news the philosophy of inter- 
nationalism and big government are seldom 
called controversial. And business kcal 
many of them. 


I agree with General Electric Company that 
the American public has been brainwashed 
with socialistic ideas about the evil selfishness 
of profit-making business and about the vir- 
tues of unions and big government. 


But I think the segment of the public that 
has been most pitifully brainwashed is the 
business community itself. We need massive 
public-education programs to sell beni Amer- 
ican ideas of liberty. 


The Americans who need such education 
most are the businessmen who are complaining 
that we don’t have it; businessmen who could 
pay for it out of advertising appropriations 
now spent on programs frequently slanted 
against business; businessmen who are afraid 
to help tell the freedom story, because it is ‘‘too 
controversial.” 


We’re Going to Do Something 
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General Electric Company officials were not 
the only important American businessmen 
troubled in 1956 about our nation’s relentless 
drift toward a socialist labor government. 
Maybe it was the election-year fever that made 
them stir in 1956, and maybe we can hope that 
they will stir again this fall when the cam- 
paigning gets hot. 


At any rate, they were stirring in 1956. 


In the fall of that year, an old acquaintance, 
whom I hadn’t seen or heard from in years, 
called on me. An official in a private utilities 
firm, he had just returned from an important 
meeting in New York with leaders of the elec- 
trical power producing industry. 


He told me that leaders in the industry were 
deeply worried—and that they were awaken- 
ing to the realization that their own prolonged 
compromising with principles is largely re- 
sponsible for their worries. 

My friend told me that the private power 
and utilities companies at first opposed the for- 
mation of the Tennessee Valley Authority in 
the ‘1930’s, because they knew that TVA was 
constitutionally, morally, and economically 
wrong. But when TVA became an accom- 
plished fact, the power industry and utilities 
companies, generally, stopped fighting it. 

Some had made good deals to buy and dis- 
tribute government-produced electrical 
power. Others felt they were making them- 
selves too unpopular by resisting something 
that had such impressive public support as 
TVA had. Others feared that continued op- 
position to TVA would bring vengeful harass- 
ment from a powerful federal government. 


Go, the power industry gave up, and, for 
more than 20 years, went along to get along. 


Today, more than 25% of all electrical 
power produced in the United States is pro- 
duced socialistically — by government; an: 


me 


che trend toward governmental monopoly is 
trong. 

The electrical power industry has been 
pending hundreds of millions of dollars a year 
m advertising, all of it designed to spur more 
consumption of electrical power; but while 
he industry has been preoccupied with the job 
of providing and selling power, government 
ias been taking over the industry. 


Having faced up to this situation, leaders of 
“he power industry—my friend told me—are 
now going to do something about it. 


They are going to use a few of those hun- 
dreds of millions of advertising dollars to sell 
Americanism. 


I asked him what the power industry lead- 
ers mean by Americanism. 


He said: 


Well, you know, Amercan ideals, uh, American 
traditions, uh — Americanism, you know! 


| replied: 
Maybe, I don’t. 


I handed him a copy of my Report that 


‘dealt with the topic, “Private Power versus 


Public Power.” 


He read the thing with open-mouthed fas- 
cination. 


When he finished, he said: 


Well, yeah, this hits the nail right on the head. 
This is exactly what’s happening. This is what’s got 
us worried. But the power industry, of course, 
couldn’t take part in saying anything like this pub- 
licly. I was talking about using radio and television 
te sell Americanism. We couldn’t put stuff like this 
01 radio and television. This is... this is contro- 
versial! 


I told him: 


I broadcast that article on ‘Private Power versus 
P tblic Power’ on radio, around over the country, 
uider the commercial sponsorship of small local 
b isiness firms. They sponsor that kind of broad- 
c. sting because they say it helps their business. 
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He answered: 


Yeah, but little business firms can get away with 
that kind of thing. Big companies — especially util- 
ities and power — are targets. We have to be very 
careful. 


I said to him: 

But what I wrote in that article is almost iden- 
tical with what you have been telling me about how 
power industry leaders are now realizing that TVA 
was nothing but a first, dishonest step toward social- 
izing all basic industries in America! 

Well, of course, he said, but we were just talking 
among ourselves. If we got on radio and television 
with the kind of stuff you have in this Report, we’d 
stir up a hornet’s nest. 

Isn’t that what you want to do? I asked him. 

Heavens, no! he said. We admit that we’ve neg- 
lected our duty and our self interest in not keeping 
our point-of-view before the public. But we have 
to live, you know. If we came out with something 
like this, we’d have the government, and the unions, 
and the churches and everybody else down on us. 

Did I say anything in that article that isn’t true? 
I asked him. 

No, he said, I?’s all the truth. I’ll admit that. 

Did I exaggerate? I asked. 

No, he said, you’ve put it in pretty cold and 
simple terms. 

Did I say anything in that article that you don’t 
agree with? I asked. 

Ob, no, he said. This is exactly the way we feel 
about it. 

But you couldn’t sponsor it? J asked. 

Dan, he said irritably, getting up to leave, You 
know we couldn’t. This stuff of yours is controver- 
sial, and you know it. We’re going to stick to Amer- 
icanism advertising that'll make friends for us and 
not make a lot of people mad at us! 


Ive waited in vain for a year and a half to 
see the power industry’s Americanism cam- 
paign on radio-tv begin. 

But I won’t have to see it to know what it 
will be like, if it ever starts. 


There will be a rippling flag, and patriotic 
music, and sonorous non-controversial com- 
ments about our great democracy and our 
cherished freedoms. 

There will be attractive stastics showing 
how fat and easy life in America is, as com- 
pared with how lean and hard it is elsewhere. 
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There will be skits depicting hallowed inci- 
dents from early American history. 


And there will be, pinkos and communist- 
fronters doing the announcing and playing 
the parts. 


We Could Do Something 


Al great propaganda system is run from 
Washington: from the White House, from 
Capitol Hill, and from the tens of thousands 
of federal agencies that dominate every facet 
of American life. The system is financed with 
tax dollars, endless millions of them, taken 
away from taxpayers to pay for more propa- 
ganda to justify more taxing. The total em- 
phasis of this gargantuan brainwashing system 
is on taking power and money and liberty 
away from individuals, in order to concentrate 
more power and money in Washington, so that 
Washington can take care of the people and 
do things for them. 


The tax-supported government-propagan- 
da-for-socialism is amplified by multi-million, 
or multi-billion, dollar tax-exempt semi-pri- 
vate organizations, like the Ford Foundation, 
the National Education Association, the Na- 
tional Council of Churches—and so on. It is 
further amplified by tax-exempt union organ- 
izations whose bosses (grown rich and power- 
ful at the expense of the working men and 
women, thanks to governmental favoritism) 
want bigger government which can dispense 
bigger favors. 

The tax-supported government propaganda 
is amplified by some of the nation’s biggest 
business corporations—which have grown fat 
on government-spending-for-socialism. 

The government propaganda is amplified by 
the “liberal” press and “‘liberal” commenta- 
tors, and “liberal” radio-tv station managers, 
and “‘liberal” advertising agencies, which look 
to government, and big unions, and big-corpo- 
rations-with-government-contracts for reve- 
nue and favors. | 


And, of course, in addition to those who 
amplify government-spending-propaganda 
for selfish reasons, there are the legions of sin- 
cere innocents who have already been brain- 
washed by the propaganda they are peddling. 


Add all this up; and then look at the pitiful 
patriotic organizations trying to stem the tide 
with nickels and dimes and dollars that indi- 
viduals can contribute—without tax-exemp- 
tion, mind you—after paying taxes and meet- 
ing the rising living costs which taxes are 
largely responsible for! 

The President in one TV chat to the nation 
—or Walter Reuther or Harry Truman or 
Adlai Stevenson in one press release—can reach 
more millions than all the little conservative 
publications like this Report can reach in five 
years. 


There is only one way to offset the socialist 
propaganda that almost totally saturates the 
air waves and the pages of major publications: 
get the uncompromised, and uncompromising 
(controversial) freedom story on every radio 
and every television station in America, every 
day. 

That would cost billions a year. No people 
in the country are wealthy enough to contrib- 
ute that kind of money — even if they could 
get tax-exemptions for their contributions, 
the way left-wingers can. 

There is only one place where that much 
money could come from — from the adver- 
tising budgets of business firms. 


Business spends billions a year on advertis- 
ing to sell goods and services; but many of 
those billions are selling the ideas of big-gov- 
ernment and socialism along with the goods 
and services. 

Business need not divert any of its advertis- 
ing money from the legitimate purpose of 
selling its wares. Business should of stop sel!- 
ing merchandise and start selling American- 
ism, because most of the Americanism thus 
sold is pure pap. 
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Business firms—and business firms alone— 
ave enough money to save liberty in America. 
They could do it without contributing a penny 
ut of net profits or without sacrificing a 
iickel’s worth of hard-selling advertising. All 
hey need do is spend their advertising money 
on radio and television programs and in publi- 
vations that are undeviating and uncompro- 
mnising in their dedication to basic American 
constitutional principles. 

The fact is that strong conservative—con- 
_roversial—programs (especially in news re- 
porting) are far more popular with the listen- 
ing public than milk-and-water, or left-side, 
programs are. Hence, they are better hard- 
selling advertising for the firms that sponsor 
them. 


fiiven an even break in presenting its argu- 

ments on radio and television in the United 

States, the cause of constitutional government 

would win the struggle for the minds of men 

—and for votes—because these are the argu- 

ments that still make sense to most Americans. 


They Did Something 


| offer the following with apologies. 


What I propose to show here is of that I 
have a great broadcast, or that I have the only 
one meriting commercial sponsorship. 


WHO IS DAN SMOOT? 


I propose to show, from personal experience, 
that Americans are hungry for the kind of 
unsparing, conservative news-reporting that 
timid souls call controversial — and that the 
left-wing calls by many colorful names. 


For the past 40 weeks, the Lewis Food 


Company, 817 East 18th Street, Los Angeles, 
California, has been sponsoring my once-a- 
week radio and television broadcasts on 25 
television stations and on 58 radio stations in 
six western states and in Honolulu. The prin- 
cipal product which it advertises with my 
broadcasts is Dr. Ross Dog Food. 


On February 24, 1958, Mr. D. B. Lewis 
wrote the following letter to Mutual Broad- 
casting Company in New York: 


I am happy to comply with your request regarding our 

At the present time, we are sponsoring Mr. Smoot on 
fifty-eight of your radio stations and twenty-five television 
stations here on the west coast. This is our normal business 
area, since we do not have national distribution. 


When I first read one of Mr. Smoot’s reports I was very 
much impressed with the documented, factual information 
he was presenting. I felt it was my duty as an American 
citizen to sponsor this program as a public service. Some of 
my friends said I would be throwing my money away—-since 
the public, in their opinion, was not concerned with retain- 
ing the freedoms they had been accustomed to in the past. 

When I first sponsored Dan Smoot, I received about one 
complaint out of 100 favorable replies, largely from organ- 
ized left-wing groups. However, at the present we rarely 
ever receive a letter of complaint. 


Dan Smoot was born in Missouri. Reared in Texas, he attended SMU in Dallas, taking BA and MA degrees 


from that university in 1938 and 1940. 


In 1941, he joined the faculty at Harvard as a Teaching Fellow in English, doin duate work for the degree 
of Doctor of Philosophy in the field of American Civilization. = 


In 1942, he took leave of absence from Harvard in order to join the FBI. At the close of the war, he stayed 


in the FBI, rather than return to Harvard. 


He served as an FBI Agent in all parts of the nation, handling all kinds of assignments. But for three and a half 
gon he worked exclusively on communist investigations in the industrial midwest. For two years following that, 
was on FBI headquarters staff in Washington, as an Administrative Assistant to J. Edgar Hoover. 
After nine and a half years in the FBI, Smoot resigned to help start the Facts Forum movement in Dallas. As the 
radio and television commentator for Facts Forum, Smoot, for almost four years spoke to a national audience giving 


both sides of great controversial issues. 


In July, 1955, he resigned and started his own independent program, in order to give only one side — the side 
that uses fundamental American principles as a yardstick for measuring all important issues. Smoot now has no 
support from, or connections with, any other person or organization. His program is financed entirely from sales of 


his weekly publication, The Dan Smoot Report. 


If you believe that Dan Smoot is providing effective tools for those who want to think and talk and write on 
the side of freedom, you can help immensely by subscribing, and encouraging others to subscribe, to The Dan Smoot 


Report. 
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After the program had been on the air a short time, I 
began to realize we were not sponsoring a public service 
program, but a program that was producing tremendous 
sales results. 

As of now, I can sincerely state that in all the years of 
my advertising experience, during which period I have spon- 
sored almost every type of program known to television and 
radio (full length movies, sporting events, special events, 
drama and comedy), I have never sponsored a program that 
has produced the individual sales results as the Dan Smoot 
Program has. 


With all the other type of advertising I have had in the 
pert. I got the usual reminder copy; but with the Dan Smoot 
ogram, I get loyalty. Thousands of my customers that 
write in actually attach a label of our product showing proof 
of their loyalty to the sponsor in appreciation of the fact 
that we sponsor and make available the Dan Smoot Program 
for their listening pleasure. 

In areas where our distribution has been weak, it has 
been considerably strengthened inasmuch as the customer 
insists on purchasing our product and normally will take 
no substitutes. 


Even though we are the largest advertiser in the animal 
food business and shared better than 50% of the total sales 
of animal foods prior to sponsoring Mr. Smoot, since we 
have had Smoot on the air, we show an increase of almost 
18% in sales. At the same time, we have reduced our over- 
all dollar expenditures in advertising. 


We can positively trace the largest point of this increase 
to the Dan Smoot Program. 


I personally believe that local sponsors such as banks, 
building and loan associations, milk companies, soda pop 
companies, bread and other food product manufacturers 
could even profit more from this program than we do, since 
the above mentioned products are useable in every home. 
Our sales are ‘annaid normally to one home out of four 
inasmuch as this is the share of the homes owning dogs. 

Therefore, you may rest assured that any sponsor who 
has a product or service to sell and sponsors Mr. Smoot, on 
radio and television at a reasonable listening hour, will find 
the program very productive and a tremendous program 
for building good public relations between the product and 
the consumer. 


Another bit of information that might be interesting is 
that we found by experience that it took about thirteen 
weeks to get under way; and between the period of twenty- 
six weeks and thirty-nine weeks, the rating on the program 
more than doubled in every market. 

We have some television stations today that have a rating 
up to 16%, several at 8%, 414%, etc. In the Los Angeles 
market where our ratings were the lowest and our competi- 
tion was keen from programming on other stations, our rat- 
ings have doubled in the last six months. 

I am sorry we do not have any radio ratings inasmuch 


as radio reaches out so much farther than television normally 
does; and it is very difficult to get an accurate radio rating. 


I feel that your network is fortunate in being able to 
obtain the services of Mr. Smoot, as you will find the public 
most appreciative of his broadcasts. 


The First Federal Savings and Loan Associ- 
ation, Dallas Mercantile Building, has spon- 
scored my once-a-week radio program on WRR 
in Dallas since July 15, 1956. 


In February 21, 1958, Mr. James N. Lan- 
drum, Vice President of First Federal, wrote 
the following letter to Mr. Clark Bass, Presi- 
dent of Durant National Bank, Durant, Okla- 
homa: 


I was, indeed, a pleasure to have your letter of Febru- 
ary 19, indicating that your bank has under consideration 
the sponsorship of the Dan Smoot Report in your area. 


I share your opinion that free enterprise businessmen 
had better wake i or lose all of their business, and it is 
most gratifying to have a businessman of your position cor- 
roborate my belief that ‘the business community of our 
nation has a moral obligation to disseminate this informa- 
tion to the general public.’ 

That, in effect, was the reason we started sponsoring the 
Dan Smoot Report approximately eighteen months ago. 
Naturally, we hoped that it would not seriously damage our 
business or our reputation. 


During this eighteen month period, we have received 
few complaints and have had many favorable telephone 
calls and letters. Deposits have increased at a better than 
normal rate. 

Since the first of this year, deposits are in excess of a 
million dollar gain in new deposits. 


Actually, I do not know what constitutes a ‘controversial 
rogram.’ All facts presented by Mr. Smoot are documented; 
a confines his programs to ‘issues;’ and ‘personalities’ 
(usually national) are injected only as they concern the 
‘issues.’ 
Our laws against libel and slander are quite rigid. Mr. 
Smoot has never been called on to defend such a suit. 
If, in order to avoid controversy, we must ignore docu- 
mented fact and truth, then our revolutionary ancestors died 
in vain. 


Ir you should decide to sponsor the Dan Smoot Report 
I think you will be in for a pleasant surprise, because many 
accounts will be switched from competitive organizations 
purely because of your sponsorship. 


Please note that our new mailing address is P. O. Box 9611, Lakewood Station, 
Dallas 14, Texas. See bottom of page 1 for subscription rates and reprint orders. * 
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